
 

Partnership for Growth 

An event hosted by the Bridgend Tourism Association on the evening of 27th January 2015 

Promoting the Brand and Product Management – Peter Cole, Brecon Beacons Sustainable Destination 

Management Partnership 

Much has been done to create and promote the Wales brand by Visit Wales and this work has laid the 

foundations of a unique brand identity for Bridgend County in the eyes of the overseas visitor and 

visitors from the British Isles. Our local brand image fits within the Visit Wales brand in the many areas 

where we excel  for instance, in Activities and Adventure such as surfing, Culture, ‘Faith’ tourism eg 

legacy of Norman churches, Heritage such as in tracing family roots in the Llynfi Valley, quirky Events 

such as the food festivals etc. In fact, Bridgend County has a well-established brand image centred 

around the ‘quirky’! Business Tourism is an area where more perhaps needs to be done to promote and 

reinforce the local brand. Brand promotion is an ever-changing scene as technology and social changes 

come along. For instance the imaginative exploitation of social media is a now a must. 

Historically, working in partnership with other like-minded businesses has not featured strongly and 

there has been a great reliance placed on local government to hold things together. The gradual 

withdrawal from mainstream activities by local authorities means that there is a vital need for 

‘partnerships’ to be created. The Bridgend Tourism Association plays a key role in bringing together  the 

local authority and businesses. 

Key to managing the tourism product is to have undertaken sound market research to decide upon the 

‘market mix’ i.e. the various elements like Activity, Culture, Faith, Heritage, Business Tourism 

(conferences etc), Food, Events that go to make up the brand. The emphasis placed on each element i.e. 

the segmentation is an important feature of the ‘market mix’ from which flows the level of funding and 

the resources needed.  Arriving at the correct levels of investment and human resource levels is crucial if 

we are to deliver the right product in the right mix. Regular ‘snapshots’ enable tourism, retail and 

attraction operators to establish ‘where they are now’ – an essential pre-requisite to deciding ‘where 

they want to be’. 

Traditionally, the public sector played a lead role in giving ‘hands on’ support to the private sector 

operators and accommodation providers. The landscape is however shifting, placing the emphasis on 

partnership and working together as one tourism industry. The Bridgend Tourism Association is an 



excellent example of how we can work together both private and public sectors alike in support of 

overall cost effectiveness, funding, event  etc. 

Place Building – Councillor Mike Clarke, Chair and Director, Porthcawl Harbour side CIC 

The Wales Government Tourism Advisory Board (TAB) consists mainly of business people with 

expertise and an established reputation in the tourism sector to provide the Welsh Government with 

direct expert advice ensuring that the views and priorities of the industry help inform policy 

development. BTA Chairman Karl Schmidtke is a member of the TAB. He unfortunately cannot be with us 

tonight in person but is well placed to ensure that Bridgend County and its surrounding areas receives 

the necessary central support to maximise the growth and job creation opportunities presented by 

tourism development. 

Through membership of the Bridgend Tourism Association local businesses now have more direct access 

to the policymakers in government.  Support to local businesses is built around effective two-way 

communications and this evening is but one example of that process at work. But local businesses need  

wide-ranging support if they are to influence the way tourism develops. They need accurate and timely 

information, the opportunity to access and to consult the experts.  

People Development - Peter Black Assembly Member 

We heard earlier about the tourism ‘product’ and the challenge for it to be effectively delivered. To 

recognise that people are at the heart of this challenge is an essential prerequisite to the achievement 

of consistent standards of service delivery. A priority is to put in place the policies and procedures that 

make tourism a rewarding career. There are issues to be tackled though many of these result from 

misconceptions. Amongst these issues are low pay dragging down job quality and professionalism, 

employment of a largely unskilled workforce and seasonality leading to temporary and casual jobs. Little 

wonder that young people are in danger of entering the tourism sector with a poor attitude. Tonight’s 

emphasis on ‘partnership’ is vital if we are to ‘build the people’. What is needed is a collaborative 

approach between the industry, government, the colleges and local government. 

One final point – VAT at 20% is a block to the successful development of the tourism sector. A 

meaningful reduction would allow us to compete and I am determined to maintain pressure for this 

reduction. 

Profitable performance – Suzy Davies Assembly Member and Shadow Minister for Welsh Language, 

Culture & Tourism 

There is a misconception that profitable performance and high yield follows from the implementation of 

core documents such as the Destination Management Plan. But it isn’t the whole story,  the 

achievement of a profitable tourism operation follows from certain additional considerations. Firstly, to 

identify and then to promote the ‘unique selling point’ for the area. Good examples of this are the 

surfing at Rest Bay and ancestry-tracing throughout the Llynfi Valley. Secondly, the process of sharing 



the challenge between  tourism operators eg sharing information, working together on common goals 

and pooling key data. 

Questions and Answers 

The questions and answers session that followed the presentations raised several locally-orientated 

issues which were addressed by the panel of presenters. Amongst the issues raised were: 

- Making more of local heritage along the lines of the Dylan Thomas commemoration events 

- Being more ambitious in our promotional activities when addressing the overseas market 

- Minimising unavoidable problems for the visitor eg poorly signposted road closures 

- Close working between the BTA and BCBC departments 

- Narrow-mindedness eg toilet closures at popular visitor destinations 

- Business rates restructured to reflect the contribution to the local tourism economy 

 

 

 

 


